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ew road to 1995 is 
winding and treacher- 
ous, filled with deep 
“financial” ruts and 


precipitous “operational” 
cliffs 





Together employees can 
reach 1995 in a leaner, fi- oaths . 
nancially healthier : 
organization by cutting 
costs, upping productivity, 
generating new sources of 
revenue and improving 
labor relations 
If the Postal Service and 
its employees can’t or 
won't achieve these goals, 


it could spell the loss of 





business to our competi- 

tors (see October— : , ‘ : ‘ 
November 1989, Postal . ~ << 

Life) or the erosion of the 

Private Express Statutes. 


The reality 
What this means to 
every postal employee — 
from the Postmaster , - 
General to the part-time cilia 
flexible employee — is ae , d e | AVES i 
facing the reality that 7 


change is necessary for 


the health of the Postal : 
Service, this year and the 
next. Awareness is the 


first step toward reaching 
our goals. 
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. International mail: 
Says Postmaster By « ; . 
General Anthony M. ps anew business approach 

Frank, “We are an ye bad 
organization severely 
taxed at the moment by 





1 mail is about one billion dollars a year. If it 
; te independent from the Postal Service, international mail would be 
perenne 25 * gethan Fortune S00 companies such as GAF, Bausch & 
nities that come with a " S 4 Ch Spark PI 
change. We must grapple ie: r State an ampion Spar ug. 
with the influx of auto- e. nearly two years ago the Postmaster 
pciate Postmaster General- 


an. cn aah oe 
e 






Cover photo by Gerald Mema 


continued on page 5 


on page 


pe eer 


ae 
life 
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here can the Postal 
Service get more 
revenue? Part of the answer! 
is as clear as the globe is 
round 
Every major corporation 


international mail 


knows that U.S. economic 
growth depends on expand 
ing world markets. The 
Postal Service is well aware 
that part of its future, too, is 
globally linked 

Consider Asia where 
trade across the Pacific 
Ocean last year topped 
$271 billion. America’s 
business community is 
focusing on “Pacific Rim 
countries with rapid 
economic growth such as 
Australia, Japan and Korea 

International mail is 
growing as much as 30 
percent a year and postal 
competitors recognize its 
importance. This year 
Federal Express purchased 
Tiger International, the 


world's largest air cargo 


Our 
financial 
future 


carrier, because of valuable 
landing rights not only in 
Asia, but also in Europe. 

In 1992 the European 
Economic Community 
(EEC) 
internal tariff barriers and 


is set to lower 


create an economically 
powerful and united 
Western Europe. Jockeying 
for position to compete in 
that market is underway, 
but the battle has just 
begun 

The Postal Service has no 
excuse to lose. One 
advantage for international 
mail is that we are not re- 
stricted by lengthy regula- 
tory proceedings 

In fiscal year 1989 our 
international revenues were 
up more than 6 percent. In 
FY 1990 when we will be 
losing money domestically, 
overall our international 
products and services will 
be in the black 

We have built a strong 


ontrolling costs is at 
C the heart of the tough 
financial situation the 
Postal Service is wrestling 
with this fiscal year — and 
the years immediately in 
front of us 

The average cost of 
postal resources rose at 
twice the rate of inflation in 
1988. While improved, this 
gap continued in fiscal 
1989, which ended last 
September. At issue is the 
continued health of the 
Postal Service and the jobs 
that sustain us and our 
families 

To ensure this, the Post- 
master General has put in 
place a plan — ambitious 
but “doable” — consisting 
of $600-800 million in cost 
reductions and productivity 
improvements (see "The 
Next Step" on page 1) 


Ed Elbertield, UNIPHOTO 


international team led by 
Associate Postmaster 
General Edward E. Horgan, 
Jr. Under his guidance 
postal administrations 
throughout the world will 
strengthen their ability to 
meet the challenges of 
competition 

Ed is as concerned as I 
am that despite the increase 
in international revenue, 
brought about by selective 


Even with such savings, our 
deficit this year will be in 
the $1.6 billion range 

It is clear, then, that more 
efficient operation of the 
system cannot do it all. The 
balance of our financial 
shortfall will have to come 
from an adjustment in the 
rates we charge customers 
That means we will file for 
a rate increase this year to 
take effect next year, three 
years after the First-Class 
stamp went to 25 cents 

The process of raising 
from 
proposal to implementation 
— takes about a year. The 
first step in February or 
March will be filing the 
proposals with the Postal 
Rate Commission (PRC), 
the independent agency set 
up to make recommenda 
tions on postage rate and 


postage rates 


rate increases, we are losing 
volume and market share. I 
am convinced that under 
Ed’s direction, the Postal 
Service will turn around the 
decline, in keeping with the 
strategic plan for stimulat 
ing our international 
business 

Likewise, Senior Assis 
tant Postmaster General for 
Marketing & Communica 
tions Peter K Eichorn’s flair 


classification changes. The 
amount of the proposed 
increases distributed 
through the classes of mail 
won't be publicized until 
the filing 

The PRC has 10 months 
to hold public hearings and 
issue a recommended 
decision specifying the 
rates it believes are 
necessary for the Postal 
Service to meet expenses 

The Postal Governors, 
but not the Postrnaster 
General or Deputy Post 
master General, vote on 
whether to accept the PRC 
decision, allow it under 
protest, or reject and return 
it to the PRC for further 
consideration. After final 
determination is made, the 
entire board sets an im 
plementation date 

On the bright side, PMG 


for gaining the attention of 
international customers is a 
The announce- 
ment that we will be an 

official sponsor of the 1992 


major asset 


Winter and Summer 
Olympics gives us 
new opportunities for postal 
products 
As we grapple with tough 
financial times overall in 
the Postal Service, interna- 
tional mail holds out a 
promise of being a major 
source of revenue growth. 
Anthony M. Frank 


Postmaster General 


Frank is telling customers 
they will have another 
Christmas at the current 
rates. But our challenge is 
to control costs. 

All employees need to 
have a gut-level under- 
standing that the rate 
increase alone will not 
solve our financial prob- 
lems and that this year is 
not just “another postal 
financial crisis.” We are 
facing the same kind of 
belt-tightening as other 
major businesses. Our long- 
term survival, growth and 
jobs hang in the balance. 

Cost control is job one. 8 

Comer S. Coppie 

Senior Assistant 
Postmaster General 
Finance Group 
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Dear Editor: 

In response to the postal 
retailing story in the 
summer issue, I am al! for 
the use of mini post offices. 
It is too bad that Sears 
backed out 

I think the unions made a 
mistake in opposing them. 
For years the Postal Service 
has had contract post 
offices in general stores, 
card shops and “mom and 
pop” grocery stores to bring 
mail services closer to 
where people live 

The more people see and 
identify with the postal 
logo, the more likely they 
are to buy our services. 

Peter Chapas 

Mail handler 

New Jersey International 

& Bulk Mail Center 


Editor’s note: Our story on 
the Universal Postal Union 
Congress (UPU) guides in 
the Summer 1989 issue 
prompted the following 
letter 


Dear Editor 

We were pleased to read 
about the UPU Congress in 
the summer issue. We are 
not Postal Service employ- 
ees, but are under an APO 
service contract for the 
diplomatic mission in 
Brazil. The Congress will 
help further cement good 


working relationships 
between the U.S. Postal 
Service and foreign postal 
administrations. 

Our dealings with the 
Brazilian Postal Service 
have been very positive 
For years we have used the 
local postal service exten- 
sively for unclassified 
official mailings to local 
authorities and offices 
throughout Brazil 

We can only praise the 
efficient service they 
provide as well as profes- 
sionalism in meeting our 
various postal needs, 
ranging from bulk mailings 
to expedited delivery and 
pickup 

Paul R. Wheeler 

APO Supervisor 

(Rio de Janeiro) 

APO Miami 34030 


Editor’s note: In answer to 
those who wrote in, 


including Charles R 
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IN THE MAIL 


Andrews, letter carrier in 
Panama City, FL, and Chris 
Downs, a general clerk in 
Broken Arrow, OK, the 
customer paid $45,000 to 
mail the 200,000 bricks 
mentioned in the PMG’s 
Favorite Statistics in the 
last issue 





rae, | 
Life's new look 
Dear Editor 
I was shocked after 
receiving my October 
November issue of Postal 
Life. | read it. In the past, I 
would quickly skim an 
issue. Finding very little of 
interest, I'd set the maga- 
zine aside, never to be 
looked at again 
The improvements that 
you made to the magazine 
are great The articles in the 
first edition were interest- 
ing, enlightening and of 
importance to all postal 
employees 
Randy I 
Letter carrier 
Fort Wayne, IN 


Smith 


Dear Editor 

Chalk up one for the old 
size Postal Life. Asa 
postal employee for more 


than 18 years, I've noticed 
that mailers think bigger is 
better. However, it is hard 
to see around wide flats 
when making deliveries and 
they don't fit in cases and 
mailboxes 

I love to receive this 
informative magazine, but 
please go back to the 
smaller size 

Helen Herridge 

Letter carrier 


Bellaire, TX 


Dear Editor 

I appreciate your new 
hard facts approach. I 
would like to see an article 
on the importance of error 
prevention. Our errors 
erode public confidence in 
our ability to provide 
service 

Katherine Lynds 

Postmaster 

Plymouth, VT 


Dear Editor 

I feel that your magazine 
only deals with the pleas 
ant, positive side and never 
the negative side of postal 
employment. Please don’t 
send me your publication 
any more 

Moe Lau 

Mechanic 

Salem, OR 


Editor's note: We wanted 
to create a dynamic publi 
cation for postal employees 
that would be more inviting 
to read. Changing the 
design was part of this 
process as well as the size 
which lifts Postal Life 
above the “clutter” of other 
publications. The dimen 
sions were selected to 
conform to Postal Service 
automation standards 

MORE MAIL 

on page 4 


“..Everyone says we are going 
down the tubes so why don’t we 
start putting up more of a fight 
than we have up to now?” 


1988 ADVERTISING DOLLARS 
Here's where the business community spends it 


Source Market Research Onision 
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“..we desperately need lines 
of communication up and 
down the organization.” 


Dear Editor 

Why doesn’t the post 
office sell office supplies 
and greeting cards, too 
(“Service Seven-Eleven 
Style,” Oct.-Nov. 1989) We 
should copy the competi 
tion since they always are 
copying us 

Everyone says we are 
going down the tubes so 
why don’t we start putting 
up more of a fight than we 
have up to now? 

Donna McCormick 

Letter carrie? 

Springfield, VA 


Dear Editor 

The article “...And Alter- 
nate Delivery” in your last 
issue spotlights a vital crack 
in our superb structure 
UPS siphoned off parcels 
Federal Express claimed 
overnight delivery 

Now United Delivery 
Systems is slicing off bulk 
business mail. Creative 
actions are necessary now 
to stop this. Management 
needs to inform employees 
about the specific problems 
and request ideas and 
solutions to retain this 
important market. The 
future of bulk business mail 
is now...it’s time to be 
aggressive 

Richard W. Lichtenheld 

Letter carrier 

Denver, CO 


Dear Editor 

What struck me when I 
read the new Postal Life is 
the underlying message that 
the magazine tries to impart 
to readers. Outside compe- 
tition to deliver the mail is 


real, and the Postal Service 
is determined to meet the 
challenge head on. 

With creative graphics 
and clear, concise writing, 
the new Postal Life holds a 
promise for a more dy 
namic postal publication 

Edgardo Logan 

Letter carrier 

Fremont, CA 


Dear Editor 

People talk about the 
wasteful “upper-crust™ 
spending all the time. It’s 
no secret. So when the rest 
of us “peons” are asked to 
cut and cut, give up this or 
that, and quit giving service 


because we can’t afford it 


“Every effort should be made 
to solicit input from all employ- 
ees on how to improve service 
and increase revenue through 
new products and services.” 


it gets a little hard to 
swallow 

It’s getting harder and 
harder to defend our jobs, 
our beloved Postal Service 
and our honor. Aren't we 
supposed to be a “service 
organization?” I think that 
means more than just 
making sure a letter gets 
from point A to point B, 
don’t you? 

Joyce A. Bates 

PTF clerk 

Haysville, KS 


Editor's note: We are 
getting more competitive 
With our sponsorship of the 
Olympics and philatelic tie 
in promotions with private 
industry, we are going for 
the gold 


Dear Editor 

Upon reading the last 
issue, it becomes apparent 
that the nasty green dragon 
would like to eat us alive. | 
worry about that. I believe 
we all do. But I have also 
acted on my fear by 
submitting suggestions on 
how to improve the Postal 
Service 

Considering our current 
dilemma, we need every 
viable idea we can muster 
Every effort should be 
made to solicit input from 
all employees on how to 
improve service and 
increase revenue through 
new products and services 

Jim McKnight 

BMC clerk 

Pittsburgh, PA 


Dear Editor 

My first glance at the new 
Postal Life indicated 
something new had arrived 
Congratulations on an 
excellent job of retuning an 
old staple. 

Not only does the new 
format look nice, but I 
really appreciated the new 
hard-line news approach. It 


MORE MAIL 


was refreshing to find facts 
and a realistic perspective 
on the Postal Service in 
place of the usual patter of 
Pollyannaish “aren't we 
fine...what a team” drivel 
that normally takes up 
space in the magazine. | 
especially enjoyed the front 
page articles and the 
“Monopoly Myth” and 
“Service 7-11 Style” pieces 

Linda Paul 

Letter carrier 


Boise, ID 


Dear Editor 

Automation, competition, 
monopolies, rising costs 
and other concerns raise a 
perplexing question for 


many employees; will there 


Editor's note: A ratio of 39 
officers to a work force of 
800,000 isn't so bad 


About Frank Talk 


Dear Editor 

I would like to comment 
on Frank Talk. Although 
I’ve seen it, most employ- 
Frank Talk 
has not been posted on 
bulletin boards on the 


ees have not 


workroom floor where most 
craft employees are, but in 
offices 

If PMG Frank is commit- 
ted to communicating with 
craft employees directly, I 
suggest that his letter be 
sent to all employees. If we 


“It was refreshing to find facts 
and a realistic perspective on the 
Postal Service in place of the 


usual patter of Pollyannaish 
‘aren’t we fine...what a team’...” 


be a place in the future 
Postal Service for me? 
Bernie M. Ervin 
Rural carrier 
Gate City, VA 


Dear Editor 

In the October-November 
issue, I noticed the focus 
was on competition and 
keeping Postal Service 
costs down. Having noticed 
all the titles mentioned in 
the articles — Deputy 
Postmaster General, 
Associate Postmaster 
General, Senior Assistant 
Postmaster General and 
Assistant Postmaster 
General it seems to be a 
case of too many chiefs 
(collecting large salaries) 
and not enough Indians 

Paul Reece 

Letter carrier 

Galion, OH 


are to survive in the 
marketplace, we desper- 
ately need lines of commu- 
nication up and down the 
organization. It’s a sad fact 
that in the Postal Service, 
messages often are inter- 
< epted 

Vincent F. Safuto 

Mail handler 

West Palm Beach, FL 


Editor’s note: The Frank 
of Frank Talk agrees with 
you about direct communi- 
cation. His November 
Frank Talk was sent to all 
employees’ homes. Future 
issues will continue to go 


directly to employees 















The road to 1995 is winding and 
treacherous, filled with deep 
“financial” ruts and precipitous 
“operational ” cliffs. 










PMG Frank talks about the 
Strategic plan at a postal 
conference at the Brookings 




























institution in Washington, DC. 


The Next Step 


from page | 


mated equipment and the 
changes leading-edge 
technology brings to our 
workplace, work force and 
work processes 

“The situation is serious, 
but one that we with our 
vast postal resources can 
handle,” PMG Frank says. 
“What we have to do is 
rather like trying to rebuild 
an airplane while flying in 
it. But first we have to 
understand the challenges 
we face, inside and outside 
of the organization.” 

Inside the Postal Service, 


postal business and some 
customers are rebeling and 
experimenting with 
alternate delivery. Like- 
wise, there is significant 
growing competition to 
hard copy delivery from 
facsimile transmission and 
electronic mail. 

Senior postal executives 
see the next five years as 
difficult. They expect FY 
1990 to be the hardest 
because the Postal Service 
begins the year “in the 
hole” with a projected loss 
of $1.6 billion by year’s 


and objectives as a three- 
legged stool, with each leg 
critical to a balanced seat. 
They are 

* Automate the mail 
handling process by getting 
a bar code on virtually all 
mail by 1995 as spelled out 
in the Corporate A.utoma 
tion Plan 

* Pursue initiatives to 
generate new sources of 
revenue contributions 
through aggressive market- 
ing efforts that tap the 
lucrative international, 
philatelic and priority 


percent and distribution 
productivity 5.8 percent,” 
Coughlin explains. TFP is 
the measure of the change 
in postal efficiency using 
all the labor, materials and 
machines applied to 


1990 and the Strategic Plan 

at a meeting in Washington, 

DC, four months ago and 

have since carried the 

words, goals and objectives 

to their respective offices 
Says Janet Norfleet, 


" volume, budget and per- end. It also is the year in delivery markets accomplish the work Chicago Division general 

H formance fell short of which the greatest changes * Improve the labor- Distribution productivity, manager/postmaster, whose 

i expectations in fiscal year will have to take place management climate and roughly defined, is the division faces a 2.5 percent 

i 1989, while the cost of Senior Assistant Post- spirit of cooperation volume of mail sorted cut in work hour usage for 

postal resources exceeded master General for Finance Deputy Postmaster divided by total workhours FY 1990, “We look at our 
the rate of inflation in the Comer Coppie cautions that General Michael S Coughlin adds that 1990 operating goals as a 
economy. Instead of there are no quick fixes for | Coughlin emphasizes the controlling the employee positive rather than a 

i making $600 million as the current financial role automated sorting complement is critical to 



















planned for the year, the 
Postal Service essentially 
broke even 

Coming up this year, an 
adjustment to service stan- 
dards is planned, a new 
wave of automated equip- 
ment will be purchased and 
installed, a case for 
increased postage rates will 
be filed and labor negotia- 
tions for a new multi-year 
contract will begin over the 
summer. These actions will 
be followed in early 1991 
by a postage rate increase. 

On the outside, emerging 
competitors in the delivery 
market continue to nibble at 





situation. “If we achieve 
our goals, we could make 
this a turnaround year for 
the Postal Service. But the 
effort must be more than a 
one-time phenomenon to 
ensure long-term financial 
stability,” Coppie says 


The Plan 

In the long haul, a three- 
part Strategic Plan for 
1990-1995 is designed to 
zero in on efficiency and 
financial problems and to 
turn around areas needing 
the most attention. 

PMG Frank describes the 
plan that has numeric goals 


equipment will play in 
helping the Postal Service 
achieve its productivity and 
financial goals in 1990 
“We have tightened 
budgets and established 
very challenging productiv- 
ity goals,” he says. “We 
must get costs below the 
rate of inflation.” 

In 1988, postal costs 
increased 8.1 percent, 
nearly twice the rate of 
inflation. In 1989, costs 
also increased faster than 
inflation in the economy 

“We are looking to 
increase total factor 
productivity (TFP) 2.1 





achieving savings. “We 
have to make sure we have 
people on the right tours, 
working the right hours and 
doing the right jobs 

“We are going to drive 
down employment this year 
through attrition. We are 
going to hold down staffing 


in the following years while 


workload growth increases 
significantly,” Coughlin 
says. “We have to, that’s 
where 83 percent of our 


costs are.” 


Getting the word out 
Field division managers 


were given the news about 


negative. We know we 
have the necessary skills to 
do the job, and we're going 
to maintain the momentum 
we've already established 
Adds Howard Buck, 
Dallas Division general 
manager/postmaster, “We 
all get tired of hearing 
about the need to control 
costs, but it is a necessity 
We are in a survival 
process. It’s especially 
important for us to set an 
example at all levels. We 
are willing to deal with 
cutbacks, but they must be 
equitable. Everyone must 
take the cuts together.” @ 








We deliver the world 


from page 1 
International to run international mail as a separate 


business with support from the rest of the organization 

“There are two basic reasons why the Postal Service has 
taken this new approach,” Horgan explains 

“First, the business is in serious trouble,” he says. The 
Postal Service’s volume decline in the world market has 
been especially dramatic in the past two years, dropping 
from about 32 percent in 1987 to 24 percent in 1989 

“Let me put it this way,” Horgan adds, “if we do nothing 
to turn around the situation over the next five years, the 
USPS will become the international service of last choice 
— similar to domestic parcel post, where today we have 
only about 4 percent of the business 

“Second, the Postal Service has an excellent opportunity 
to reverse the decline and increase revenues the Postal 
Service receives from its international business,” Horgan 
explains. “If youre going to turn around a business, it is 
easier to do it when the marketplace itself is growing.” 

A market boom may better describe the situation — with 
mail to the world’s markets experiencing as much as 30 
percent annual growth. U.S. businesses are responding to 
growing opportunities worldwide. Two examples of these 
are the recent trade agreement with Canada, America’s 
largest single trading partner and the anticipated economic 
unification of Europe in 1992 

In addition, at home the U.S. birth rate is facing an on- 
going decline while world urban population is expected to 
double by the year 2015. “Now is the 
time for us to emphasize our 
international business,” Horgan 
Says. 

He is optimistic a turn- 





around will be successful 
because last summer the “ 
Senior Management Commit- 

tee, composed of the Postmaster 
General, Deputy Postmaster 

General, Associate Postmasters 

General and the other senior executives, 
approved a detailed “Corporate Initiative 


“Now is the right time for the Postal 
Service to be emphasizing its 


international business. 
Edward E. Horgan, Jr. 
Associate Postmaster General 
International 


Work Plan for International Mail Turnaround.” Top man 
agement also committed Postal Service resources to 
perform market research, introduce new products and 
services and establish the operations and product support 
to make the five-year plan work 

In the past, Horgan says the Postal Service took interna 
tional business for granted. For example, the accountability 
system established for domestic mail did not exist for 
international mail. The absence of performance goals 
resulted in quality problems, too. Managers and supervi 
sors were encouraged to give domestic mail, on which they 
are evaluated, preferential treatment over international 
mail, on which they were not evaluated 

The Senior Management Committee committed the 
Postal Service to establish both an international Origin 
Destination Information System (ODIS) and performance 
measurement goals for international mail 

To oversee day-to-day progress, Horgan established the 
Office of International Product Coordination, directed by 
Michael DeGroot . 

“This is a unique approach to a turnaround situation,” 
Horgan explains. The Office of International Product 


continued on page 8 
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Edward E. Horgan, Jr. 













































UPU Congress: 
Postal Service gets global leadership role 


ior the first time in this 

| ae the Universal 
Postal Union (UPU) met in 
the United States to decide 
on the actions needed to 
govern the global postal 
system 

At the 20th Congress of 
the UPU, a specialized 
agency of the United 
Nations, the 170-member 
postal administrations gave 
the U.S. Postal Service a 
major leadership role in de- 
termining international mail 
policy. The Postal Service 
chaired the UPU’s Execu- 
tive Council, the group that 
guides the world body on a 
regular basis 

Held every five years, the 
Congress opened its 32-day 
13 in 
Washington, DC, by desig- 
nating Edward E. Horgan, 


session on Nov 


Jr., Associate Postmaster 
General-International, as its 
chairman 

Years of work went into 


ae 


preparing for the event 
Postal executives view the 


Congress leadership role as 


the beginning of a major 


effort to expand business in 


the international mail 
marketplace 

As chairman of the 
Congress, Horgan had the 
difficult task of ensuring 


that ali business discussions 


were held objectively, 
following the rules of 
international protocol 
Some of the most 
important issues discussed 
at the Congress involved 
terminal dues — the way 
payment to postal admini- 
strations is calculated for 
conveying, sorting and 
delivering international 
mail within their countries 
— and security of interna- 
tional mailings. The 
Congress reviewed almost 
1,000 proposals before 
deciding on a final set of 
rules and regulations that 
will govern the way inter- 
national mail is handled 
during the next five years 


eTaTES POSTAL SERVICE 


= 


During the general 
debate, Nov. 16, delegates 
discussed ways to meet cus- 
tomer needs. Competition, 
marketing innovations and 
postal organization also 
were carefully reviewed 

During the day-long ses 
sion, delegates debated 


Strategies for improving 
service and becoming more 
responsive to Customers so 
administrations can 
compete effectively with 
private companies in a 
growing market. Postal ad 
ministrations also con- 
fronted the need for 
adapting to technological 
developments, ranging 
from automated mail 
processing to the growth of 
the facsimile market 


President George Bush dons a 
postal mailbag -- a gift of 
Postmaster General Anthony M. 
Frank -- during opening 
ceremonies of the UPU 
Congress. The President said 
Americans were “proud of the 
extraordinary job done by the 
Postal Service and its 800,000 
employees.” 


With the Congress over, 
Thomas E. Leavey, 
Assistant Postmaster 
General for the Interna 
tional Postal Affairs 
Department, now will serve 
as head of the UPU’s Ex 
ecutive Council for the next 
five years 

Leavey says postal 
administrations in Europe 
and Asia are taking specific 
actions — such as the 
formation of UNIPOST, a 
multinational corporation to 
improve international expe 
dited mail service to 
take on the challenge of 
competition. @ 





We deliver the world 
from page 6 

Coordination will improve 
the Postal Service’s interna- 
tional business by provid- 
ing centralized planning 
and control of international 
resources. 

“Remember,” Horgan 
observes, “the Postal 
Service, through coopera- 
tive relations with the 
Universal Postal Union 
(UPU), goes to every ad- 
dress in the world. No 
company can make that 
claim. Furthermore, we and 
other postal administrations 
of the world’s developed 
countries are involved in a 
significant process to 
improve greatly the quality 
of our service,” Horgan 
says, “while our competi- 
tors are, for the most part, 
still setting up the interna- 
tional networks we’ve had 
in place for decades.” @ 

Joel Solkoff 

Staff Writer 


1992 Olympics: USPS joins the team 


ponsoring the U.S. 

Olympic team, the 1992 
Winter Olympic Games in 
the French Alps and the 
1992 Summer Olympic 
Games in Barcelona, Spain, 
will help the Postal Service 
in its strategy to increase 
postal revenues, according 
to Peter K Eichorn, Senior 
Assistant Postmaster Gen- 
eral for Marketing & Com- 
munications. 

Eichorn, who announced 
the agreement with the 
International Olympic 
Committee during the 
opening week of the 20th 
Congress of the Universal 
Postal Union, points to ex- 
tensive worldwide market 
research. Eighty percent of 
individuals surveyed say 
that an Olympic sponsor is 


an “industry leader.” Nearly 


60 percent believe it “de- 
serving of my business.” 
With sponsorship, the 
Postal Service is entitled to 
use the Olympic symbols 


with all products, vehicles, 
mailboxes, uniforms and 
advertising. Additionally, 
the USPS will be the exclu- 
sive provider of mail 
services for the U.S. 
Olympic Committee 

Sponsorship of the 
Olympic Games averages 
about $10 million. Through 
partnership agreements 
with foreign postal admini- 
strations and a variety of 
retail and merchandising 
activities, the Postal Service 
anticipates substantial 
revenue increases far sur- 
passing the initial invest- 
ment. 

“Through a variety of 
marketing and customer 
incentive programs, our 
sponsorship is expected to 
increase use of Express 
Mail, Express Mail 
International, Priority Mail 
and parcel post,” says 


Eichorn. Even traditional 
areas of the business will 
benefit as customers “re- 
think” the Postal Service 
There will be revenue from 
the sale of specially 
designed stamps with 
Olympic sports themes and 
a variety of merchandise 
bearing the postal and 
Olympic logos. 

“We have only just 
begun to expand our mar- 
keting horizons,” Eichorn 
says, “and our partnership 
with the Olympic move- 
ment will help the Postal 
Service identify and realize 
new sources of business 
and revenue.” @ 


Olympians all...postal 
employee Olympic athletes 
kick-off postal sponsorship of 
the 1992 Winter and Summer 
Olympic Games. They are (left 
to right): Joseph P. Hamm, 

St. Louis Postal Data Center 
computer programmer 
(soccer—1972); Val Pelizarro, 
St. Louis, MO, letter carrier 
(soccer—1960); Gregory A. 
Steward, Williamsburg, OH, 
rural carrier associate (canoe- 
ing—1988); Kimia M. Brecht, 
Monrovia, CA, letter carrier 
(swimming— 1968); Shirley 
Babashoff, Huntington Beach, 
CA, letter carrier (swimming— 
1972); Kim Dyer, Waco, TX, 
window clerk (shooting— 1984, 
1988) and Donald J. McDermott, 
Edgewater, NJ, postmaster 
(speed skating— 1952, 1956, 
1960). 
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“Our EEO Counselor/investigator, Maurice Campbell Posts the 
Bulletin” — Harry Spratlin, Columbia, SC 

“I like to paint people who have a positive attitude toward their 
job,” says Spratlin, a Postal Service illustrator. To celebrate the 
January birthday of Dr. Martin Luther King, Jr., he painted 
Campbell, whose effective, cheerful work as equal employment 


or the sixth year in a row, the quality of the entries in 
the Postal Life employee art contest made selecting 
winners very difficult say the judges 
Representing nearly every state, postal employees sub- 
mitted more than 400 entries in this year’s competition. 
And, say judges Frank Papandrea, Postal Life designer, 
Megaera Harris, media officer, Communications Depart- 
ment, and C. M. Cunning- 
ham, artist and art 
teacher in the Virginia 
public school system, 
the themes of the 
entries touched every 
part of the postal expe- 
rience — customer 
ing, delivery, retail and 
community service. 
In previous years the 
winning artwork appeared 
in the annual Postal Life 
calendar. This year, however, there will be no calendar. 
Faced with a projected $1.6 billion deficit, everyone at 
Headquarters and in the field — in every facility across the 
country — has been asked to contribute to cost-saving 
measures. At Headquarters alone, to achieve an estimated 
$200 million in savings, departments cut their budgets and 
are operating below planned fiscal year 1989 levels. This 





opportunity counselor/in’ 


1 “exemplifies affirmative action 


— one of the goals of the Postal Service.” 


means controlling the employee complement, working 
more efficiently and scaling back some programs and 


SCrvIces. 


In the Communications Department, the calendar was 
one of a number of projects and services we were forced to 
cut to produce our share of the overall savings. 

The decision was a difficult one, but as Postmaster 


“You really get a sense of pride 
in the Postal Service and its 
people when you look at this 
art,” says Postmaster General 
Anthony Frank viewing the 
dispiay of winners in the 
K2adquarters lobby. 


| 4 Se | 


General Anthony M. Frank 
has noted in speeches to 
ciations and to top field 
managers, making tough 
decisions to cut costs, 
increase productivity, 
reduce work hours and 
work more efficiently is 
“absolutely crucial to our 
financial health.” 

In addition to publishing 
the 12 winners on these 
pages as a tribute to the 
employee artists, the 
artwork also was displayed 
in the Headquarters’ lobby 
during October. 

Postal Life congratulates 
the winners and thanks all 
of the participants. 


“Priority Mail” — Davino P. San Pedro, Sacramento, CA 

Last year letter carrier San Pedro's watercolor of his wife 
appeared in the calendar. This year, his two-year-old daughter 
Deidra celebrates the holidays courtesy of Priority Mail, which, 
San Pedro says, “is one of the best deals the Postal Service 
offers.” 





“Liquid Sunshine on the Parking Lot” — Vance L. Harris, 
Memphis, TN 

Harris, a letter carrier, painted the station where he’s worked for 
the past two years. “Binghamton Station is a place where everyone 
has a positive attitude, so even when it rains, carriers don’t get the 
blues,” says Harris. 


“His Last Job, The Day Before Retirement” — Gunn H. Lee, 
Margate City, NJ 

Lee was present when a friend of his, a window clerk in a small 
branch office on the New Jersey shore, lowered the American 
flag as his last job before retiring. “I wanted to show how you can 
be devoted to the Postal Service through your whole career,” says 


Lee, a letter carrier for three years 





“A Valentine to Sarah and Allison” — John C. Anderson, Milford, NH 

Anderson’s valentine watercolor to his two daughters includes 
the Love stamp “because a valentine is not a valentine without 
stamps.” Anderson is a part-time flexible clerk at the Milford Post 
Office where he has worked for four years. 


“Watching...Protecting: The Postal Police” — Daniel L. Mihalko, 
Washington, DC 

“Postal police officers deserve more recognition for the fine 
work they do,” says Postal Inspector Mihalko. Selected three years 
in a row to illustrate Postal Life calendars, Mihalko is a manager 
for the Inspection Service at Headquarters 





gn Caw 


A 


LW 
u | 
“Early Birds” — Elaine Swift, Long Beach, CA 

Swift, a letter sorting machine operator, collects bird stamps and 
bird figurines, and she loves drawing birds, too. “I like to imagine 
humorous situations, like birds on the mailbox waiting for a letter 
from the bald eagle of the Sequoias,” she says 





Stockton, CA 

Scottorosano, for 11 years a box section clerk in California’s 
San Joaquin Valley, reports to work at 5 a.m. This portrait, of 
herself (wearing the skirt) and her co-workers, shows the 
station’s box clerks during their 10-minute break at 8 a.m 


wes : ee 5 
“Vietnam ll 1967” — Ken Ellis, East Bridgewater, MA 
Although Ellis, a rural letter carrier, did not serve in Vietnam, 
he is a veteran who treasured mail call. “I want people to under 
stand that one of the most important things the Postal Service 
does is communicate in out-of-the-way places, where communi 
cation is the most valuable thing there is,” Ellis says 


“Americana” — Marybeth Barraclough, Bellmawr, NJ 

Barraclough is a transportation requirements analyst and a 13 
year postal employee. “I wanted to show the rural part of my 
state, which most people do not associate with farming, and how 
the Postal Service is a part of that way of life, too,” she says 


“Autumn Air” — Nora K. Riggins, Greensboro, NC 


“Autumn is my favorite time of year to be outside, reading a 


letter from a friend,” says Riggins. Riggins, a distribution clerk at 
the West Market Street Station, urges postal employees to visit 
North Carolina and see for themselves how beautiful it is when 
the leaves show their autumn colors 


‘xg a) 
“Southwest Delivery” — Kenneth L. Cruzen, Denver, CO 
Cruzen, a 13-year letter carrier, decided to use his postal vehicle 
as part of a desert landscape. “When we deliver,” says Cruzen, “we 
become a part of nature and do not interfere with the environment.” 


11 





meee s 
life 


Hispanic heritage 

When 25-year postal 
veteran Rafael Rios came 
to Headquarters eight years 
ago, he never thought he 
would be coordinating 
events here 

But last year, when the 
time came to prepare for 
Hispanic Heritage Month 
observances in September, 
Rios, Headquarters’ 
Hispanic Program coordi- 
nator, found himself 
contacting dignitaries to 
participate in the opening 
ceremony and arranging for 
appropriate entertainment 
for guests. 

“It was a lot of fun,” says 
Rios, a records manage- 
ment analyst in the Finance 
Group, “but it can get tense 
at the last minute, espe- 
cially if someone has to 
withdraw, which is exactly 
what happened.” 

In addition to Postmaster 
General Anthony Frank, 
National Hispanic Program 
Manager Edward Montalvo 
and Assistant Postmaster 


Rafael Rios (left) joins National 
Hispanic Program Manager 
Edward Montalvo at the podium 
during a Hispanic Heritage 
Month ceremony. 


WAY PIEsID 


General Richard Porras 
who were on the program 
as guest speakers, Rios had 
lined up Governors Susan 
Alvarado and Dr. Tirso del 
Junco to speak. 

“At the last minute, 
Governor Alvarado had 
emergency surgery and was 
unable to attend,” Rios 
says. On the other hand, ar- 
ranging entertainment was 
easy and “all in the family.” 
Rios’ daughter Michelle, a 
professional singer who has 
appeared in Broadway 
musicals at the Kennedy 
Center in Washington, DC, 
and performed in opera 
houses across Europe, 
captivated the audience by 
singing songs in English 
and Spanish 


You don’t know 
me, but... 


Lauren L. Begin, 
disbursing officer at the 
Minneapolis Postal Data 
Center (PDC), would be 
perfect for American 
Express’ popular television 
commercial in which 
people famous for their 
names, not their faces, 
endorse the credit card. 

Sitting in the middle of 
millions of unprinted 
paychecks, Begin’s face 
may not be a household 
“mug,” but his signature is 
instantly recognizable. His 
name has appeared on 
Central Region paychecks 
since 1972 and on every 
paycheck nationwide since 
1987 when the PDCs were 
functionally realigned 
That’s about 667,000 
checks every two weeks. 
(The remaining 178,000 
employees who direct 
deposit their checks receive 
an earnings statement.) 

It’s enough to give a 
person writer’s cramp just 
thinking about it. “I usually 





tell people that my hand 
gets very tired by the last 
check,” Begin says mis 
chievously, “and some 
believe it.” 

But the 31-year postal 
veteran doesn’t worry about 
it. In reality, the PDC has 
five check-signing ma- 
chines that use his signature 
plate and 100 hours of 
running time every two 
weeks to get the job done 
“And,” he says, “I have a 
cracker-jack staff who 
handle everything, particu- 
larly when I travel or take a 
vacation. They keep things 
running smoothly. 

“Sometimes people 
recognize my name, and 
they treat me royally 
because I think they don’t 
want to risk offending me 
for fear they won't get their 
paychecks,” he chuckles 
“Of course, that’s not the 
case, but it’s fun when 
people say to me, “Hey, 
aren't you...?” 


Bringing home 
the gold 


Two postal employees 


have earned gold medals in 
international and national 
sporting events proving that 


Postal Data Center disbursing officer, hams it up in the PDC’s vault 
used to store blank postal paychecks. 


Small but mighty is one way to 
describe world-class powerlifter 
Felicia Manganiello, a Queens, 
NY, letter carrier. 


size and age are no barriers 
to excellence 

Though a scant 4-foot 
10-1/2-inches tall, Queens 
NY, letter carrier Felicia 
Manganiello cast a giant 
shadow over the Soviet 
Union last August to 


capture two gold medals in 





International Powerlifting 
competitions in Siberia and 
Moscow 

Says the 107-pound 
Manganiello, “They never 
heard of me, so they were 
shocked when I won in my 
class in both meets, and 
took Best Overall Women’s 
Lifter honors,” she ex 
plains. Her feats included a 
bench press of 110 pounds, 
a dead lift of 276 pounds 
and a squat lift of 303 
pounds — nearly three 
times her own body weight 

Manganiello says she 
became interested in the 
sport about two years ago 
when her co-worker at the 
Forest Hills Post Office, 
special delivery messenger 
Frank Caramico, suggested 
she had the right body-build 
for powerlifting. “One visit 
to the gym and I was 
hooked on the challenge,” 
she says, crediting much of 
her success to Caramico 
and to the support of all her 
co-workers 

Jorge J. Rodriguez, 
general manager of the 
Facilities Service Center, 
Tampa, FL, is no stranger 
to top physical condition 
ing. Rodriguez, 50 years 


young, competed in the 
Master's National Rowing 
Championship last August 
and came home with gold, 
silver and bronze medals 

Competing alone in the 
men’s single scull competi 
tion, ages 50-55, Rodriguez 
won the gold medal, and in 
the light-weight men’s 
singles, he won a silver. He 
took a bronze medal in the 
men’s double scull 

Rodriguez, a 15-year 
postal employee, says he 
rowed over 30 years ago in 
his native Cuba, set it aside 
after coming to the United 
States in 1959, and then 
began rowing seriously 
again 12 years ago 

“I had been to the 
nationals three times 
previously, placing third in 
the singles and earning 
bronze medals. The older I 
get, the better I become 
because this year it was 
gold,” he says, adding he 
has no intention of quitting 
“I'd like to 
keep rowing forever.” & 


anytime soon 


Jorge J. Rodriguez, Tampa, FL, 
Facilities Service Center 
general manager, (left) 
accepting his gold medal at a 
recent competition, first began 
rowing more than 30 years ago. 


Meet 
USPS 
Governor 
del Junco 


This article is part of a 
continuing series introduc- 
ing members of the Board 
of Governors 

Nine Governors, ap- 
pointed by the President 
and confirmed by the 
Senate, select the Postmas- 
ter General and Deputy 
Postmaster General, who 
also serve on the Board 
The Board reviews Postal 
Service polic ies and 
practices and establishes 
basic objectives and long 


range goals 


Governor Tirso del 
Junco, a Los Angeles, CA, 
surgeon and entrepreneur, 
is concerned about such 
Postal Service challenges as 
competition, cost control 
and equal employment 
opportunity 

“We invite the private 
sector to take over our 
business if we continue to 
raise rates at as rapid a pace 
as we have been doing in 
recent years,” he warns 

A member of the Queen 
of Angels Hospital Clinic 
and Research Foundation 
and a founder of the 
Los Angeles National 
Bank, del Junco says the 
Postal Service needs to 
improve productivity or be 
left with that portion of the 
market the private sector is 
not interested in serving 

“We simply can’t afford 
to pay 83 percent of our 
budget for labor costs,” 
del Junco says in explaining 
his support for Postmaster 
General Anthony Frank’s 
automation and other cost 
control efforts. The Gover- 
nor believes these efforts 


Governor Tirso del Junco 


will succeed when labor 
and management agree to 
cooperate. “The biggest 
mistake for employees to 
make,” he says, “is to see 
the need for improving 
productivity as solely the 
problem of senior manage 
ment and the Board.” 

The Governor, who also 
serves on the University of 
California Board of 
Regents, believes employ 
ees will be more willing to 
cooperate to solve Postal 
Service-wide problems 
when management is more 
sensitive to their needs 
“This means that every 
manager and supervisor, 
not just the PMG and top 
management, must respect 
the dignity of individual 
employees,” he says, “and 
Strive to create an atmos 
phere in which people of 
different backgrounds work 
together smoothly.” 

Del Junco advocates 
making training more 
accessible and encouraging 
a general attitude of “help 
fulness so that each person 
is properly prepared for his 
or her current job and 
prepared for the next 
assignment.” 

Born in Cuba, del Junco 
was a member of the 1948 
Cuban Olympic Team 
before emigrating to the 
United States in 1949. He 


believes the Postal Service 
needs to recognize the 
importance of America’s 
rapidly growing community 
of Hispanics. “This is 
particularly true in areas 
like Los Angeles, Houston 
San Antonio and Miami 
where Hispanics are 
becoming, if not a majority, 
at least a dominant minor 
ity,” he says 

He also believes that the 
Postal Service is missing 
opportunities to benefit 
from the skills and talents 
of Hispanics and other 
minorities. “Management,” 
he says, “must improve 
recruitment and promotion 
of Hispanics and other 
minorities and use develop 
ment programs to assure a 
long-term presence 
throughout the organiza 
tion 

Del Junco serves on the 
Presidential Commission on 
Broadcasting to Cuba 
Radio-Marti 
member of California’s 


has been a 


Electoral College, served as 
a U.S. delegate to the 1983 
United Nations Educa 
tional, Scientific and 
Cultural Organization 
(UNESCO) Conference, 
and received the Physician 
of the Year award from the 
University of California 
Irvine School of Medicine 
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From lighthouse 


to stamp 


his is the story of 
the lighthouse at 
Admiralty Head, 
WA, and how it 
became a U.S. stamp. The 
stamp is scheduled for 
release this year as part of a 
booklet of five lighthouse 
designs to honor the 200th 
anniversary of the U.S 
Coast Guard 
Admiralty Head was built 
shortly after the 1897 
discovery of gold in 
Alaska, which led to a 
boom in the economy of 
Washington State. Prospec- 
tors used Seattle to outfit 
and begin their expeditions 
to the Yukon. When they 
returned with their riches, 
the ornate Admiralty Head 
Light safely guided their 
voyage through the mouth 
of Puget Sound to Seattle 
Howard Paine, a design 
coordinator for the Citi- 


zens’ Stamp Advisory 
Committee, says the 
committee selected 
lighthouses for a series of 
stamps because, “people 
seem to have a romantic 
affection for them. 

“I don’t know why they 
are so appealing,” adds 
Paine, art director for 
National Geographic 
Magazine. “Maybe it’s their 
traditional role as a beacon 
of safety to travelers.” 

The individual light- 
houses were recommended 
to the Citizens’ Stamp 
Advisory Committee by 
James W. Hyland II, 
chairman of The Light- 
house Preservation Society, 
who consulted with 
specialists at the U.S. Coast 
Guard and the National 
Park Service. About 
Admiralty Head, Hyland 
says, “This splendid 
masonry structure is unique 
for its Spanish design and is 


a real architectural gem.” 

Today, Admiralty Head 
serves as the visitor center 
at Fort Casey State Park, 
popular for nature walks 
and its beach. 

Painter and illustrator 
Howard Koslow, who re- 
searched his subject exten- 
sively before painting the 
final version with acrylics, 
explains that he wanted to 
do something different with 
each stamp. 

At Cape Hatteras, NC, 
birds fly east over sand 
dunes. The sun sets over 
fishing boats at West 
Quoddy Head, ME. The 
lighthouse at American 
Shoals, FL, is shown with 
a Coast Guard cutter sailing 
past, and at Sandy Hook, 
NJ, the 225-year-old light- 
house is nearly surrounded 
by trees 

“Admiralty Head is 


“a 


popular with tourists, so I 
included a clearly defined 


man and woman on vaca 
tion,” Koslow says. 
Admiralty Head is different 
because it is the only stamp 
that Koslow originally 
designed to be horizontal 
rather than vertical 
Koslow, who has de- 
signed 10 other U.S 
stamps, says his original in- 
spiration for the series was 
“Lighthouse at Two 
Lights," by Edward Hopper 
(1882-1967) in New York’s 
Metropolitan Museum of 
Art. The painting also 
graced a 1970 stamp. 
“Hopper shows a hori- 

zontal view of a light- 
house,” Koslow says. “That 
is what I originally did with 
the Admiralty Head stamp 
I wanted to show off the 
elaborate Spanish architec 
ture of the building. 
However, in the final plan 


for the series, I converted 


- 


uy 


From left to right: The original 
photograph of the lighthouse 
that inspired the stamp; final 
stamp set for release; artist's 
sketch of the lighthouse as a 
Strong vertical; and proposed 
stamp in a horizontal design. 


Admiralty Head into a 
vertical to match the four 
other stamps I designed. 

“Let's face it, lighthouses 
are upright, so it makes 
sense to show it as a 
vertical,” Koslow says. “I 
want people who buy the 
stamp to sense the elegance 
of Admiralty Head, so I 
preserved as much of the 
intricate details of the iron 
work, columns, plaster and 
roof as I could.” & 





Celebrate 


avannad 


avannah, GA, has one 
5 f the largest St. Patrick’s 
Day parades in the country 
They even dye the grits 
reen,” says Johnnie-Mae 
Gordon, supervisor at the 
ld post office on Wright 
, in the heart of 
Savannah's National 


Square 


Historic Landmark District 
Says Gordon, “The St 
Patrick’s Day parade 
vhich goes right past the 
post office is the biggest 
ebration of the year.” 
Some 300.000 visitors 
rowd into a city of 
45,000 in keeping with 
Savannah's 164-year-old 
tradition of honoring its 
people of Irish descent 
Tradition is important in 
Savannah. “In the 25 years 
I’ve delivered mail here,” 


ays William Harp, “I'd say 


the chief thing that attracts 
people to Savannah is its 
historic value.” 

With that thought, Harp 
describes the haunted house 
on his route along the 
riverfront. Harp’s route also 
includes the Pirates’ House, 
now a restaurant, where the 
pirate Blackbeard is said to 
have died. The building’s 
underground tunnels 
inspired Robert Louis 
Stevenson to write Kidnap 
ped, about impressment to 
obtain crewmen for pirate 
ships 

General mail facility 
clerk Cathy Lingenfelser 
takes her love of the city a 
step further. At least once a 
week for the past eight 
years, she has served as a 
volunteer, conducting tours 
of Savannah. “I was born 
here, raised here and 
wouldn't live anyplace else 
but here,” she says 

Savannah, Georgia's 
largest seaport, is located 
18 miles west of the Atlan- 


tic Ocean on a bluff 
overlooking the Savannah 
River 
“planned” cities in the 
The mild climate, 64 


degrees is the average hizh 


It is one of the first 
world 


in February, causes flowers 
and tropical plants to 
flourish. “I’ve only seen 
snow three times in my 
life,” Lingenfelser says. “In 
the winter all you need is a 
thick sweater, and you can 
go fishing year-round.” 

James Oglethorpe 
designed Savannah before 
he simultaneously estab 
lished it and the State of 
Georgia in 1733. The 
original design has been 
preserved. “Bring your 
walking shoes,” 

Lingenfelser says, to see 
20 squares of parks, monu 
ments and buildings that 
date as far back as the 18th 
century 

Unusual sights to catch 
on the walking tour include 
the grave of Yamacraw 
Indian chief Tomochichi 


who is buried across the 
street from the turn-of-the 
century post office on 
Wright Square and the 
home of Juliette Gordon 
Low a 19th-century 
feminist who founded the 
Girl Scouts 

Savannah also is a 
center for black history 
Lingenfelser suggests visit 
ing the King-Tisdell Cot 
tage on East Huntingdon 
Street, established by city 
letter carrier W.W 
help preserve 19th-century 


Law to 


black culture or taking the 
tour along the Negro 
Heritage Trail, which in 
cludes a visit to where the 
first Black Baptist church 
was founded 

Rural letter carrier 
Patricia Bristow has 
delivered mail for 11 years 
on Wilmington Island, one 
of a series of islands 
between Savannah and the 
Atlantic Ocean at Tybee 
Island. “The beach is well 


worth a visit,” she says 


ey ae 


i ile 


Savannah letter carrier William 
Harp (left) has a satchel full of 
Stories about one of the stops 
on his route, the historic 
Pirates’ House, now a 
restaurant 


Wright Square Post Office 
supervisor Johnnie-Mae 
Gordon views the unspoiled 
beaches on the coast, a short 
drive from downtown. 

On the way, she recom 
mends a visit to the 175 
acre nature preserve at 
Oatland Island to see the 
wildlife of the area. Go to 
the aquarium on Skidaway 
“You 


can look a shark 1n the 


Island and she says 


eye.” Then visit Fort 

Pulaski, where soldiers in 
Civil War 
tour guides 


My husband and I go 


costume act as 


boating year-round. From 
April to Labor Day I go 
water skiing,” Bristow 
adds. “If you're jealous 
charter a boat at Tybee 
Island. Allow enough time 
for the boat's proprietor to 
tell you a story or two. In 
Savannah, everyone has an 
amusing story to tell.” @ 

Joel Solkof 

Staff writer 
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Hope, strength 
and courage 


Despite overwhelming personal 
loss in many cases, postal employ- 
ees delivered last fall in the aftermath 
of Hurricane Hugo and the California 
earthquake. And postal employees nation- 
wide have contributed more than $100,000 to 
a special disaster relief fund to help affected 
employees rebuild their homes and their lives. 

Experts predict it will be years before victims of the 
two natural disasters make a full recovery, but partial or 
full postal services including mail sorting and delivery 
began in many areas within a day 

On Sept. 19 Hurricane Hugo roared through the 
American Virgin Islands, Puerto Rico, and parts of North 
and South Carolina including Charleston and Myrtle Beach 
causing 18 deaths and leaving an estimated $10 billion 
swath of destruction in its wake. 

One month later, an earthquake registering 7.1 on the 
Richter Scale, a device used to measure a quake’s inten- 
sity, rocked Northern California including San Francisco, 
Oakland, Santa Cruz and San Bruno causing more than 60 
deaths and about $7 billion in damage 

Postal employees in the hurricane-stricken cities, which 
had no electricity, water and phone service, reported for 
work the day after because they viewed the mail as the 
crucial communications link between disaster victims and 
their relatives and friends in other areas of the country. 
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Say postal officials in hardest hit locations, 
“Our employees are the heroes. Without 
fanfare or publicity, they did what 
was expected, they deliv- 
ered the mail. A ca 
tastrophe 
like 
this, 
where 85 percent of our 
homes and businesses were 


Diane 

Smith, a clerk at 

the Myrtle Beach, SC 

Post Office, sits on the 

porch of her hurricane-dam- 
aged home. In spite of her 
losses, Smith, like a majority of 
her co-workers, reported to 


work the day after the storm. damaged or destroyed, 


gives us the opportunity to 
show our customers what we can do.” 

In San Francisco and Oakland, mail service was dis- 
rupted briefly due to loss of electricity, and officials put 
into effect emergency transportation plans to move mail by 
helicopter across the bay 

Although a few smaller offices sustained some damage, 
overall postal services were generally unaffected by the 
earthquake. 

When the quake hit, a group of employees were staffing a 
special philatelic booth for the third game of the world 
series at Candlestick Park. Says Alan Wald, San 

Francisco Division communications specialist, 
“After people were certain they had survived 
the quake, it was surprising the number of 

people who stopped by the booth on 

the way out to get items 
postmarked with the spe- 
cial cancellation and the 
date.” 


San Francisco 

Marina District letter 
carrier Bill Frater lost a 
large part of his route to 
earthquake destruction. 


PRESORTED 
FIRST-CLASS MAIL 
POSTAGE & FEES PAID 
USPS 





it’s the real thing! 
Yes, Virginia, there is a 
Santa Claus, and he has his 
own unique ZIP Code — 
30351-1989. The ZIP Code 
was a key element in a joint 
holiday promotion between 
the Postal Service, Coca- 
Cola and the U.S. Marine 
Corps Reserves. 
Coca-Cola printed more 


Letlers to Santa 
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than 30 million pre- 
barcoded form letters to 
Santa (under the guidance 
of postal advisers in Atlanta 
and Headquarters) on the 
outer cardboard wrapping 
of its 12- and 24-packs of 
Coca-Cola Classic. Along 
with the form letters was a 
postal cents-off coupon 
good toward the purchase 
of philatelic items. 

For the first two million 
letters kids returned to 
Santa, the soft drink giant 
donated five cents each 
toward the purchase of toys 
for the Marines’ annual 
Toys for Tots Campaign. 
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